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2 Lessons Learned at the AICPA 2003
National PFP Technical Conference
Phoenix was the site of the 2003
AICPA PFP Technical Conference.
Here is a brief review of the confer
ence highlights.

3 Managing Increased Investment
Risk and Client Anxiety
In a preconference session, John
Buckley, CFA offered insights into
ways to establish client trust in a
changing environment.

4 Lessons Learned While Building a
Successful PFP Practice—What a
Long Strange Trip It’s Been!
In this summary of a conference pre
sentation, Lyle Benson, CPA/PFS and
James Shambo, CPA/PFS offer some
tips on building and sustaining a PFP
practice.

4 Framson Receives PFP Distin
guished Service Award
5 Managing Client Expectations in an
Uncertain Market
Read about this new AICPA publica
tion, authored by Phyllis Bernstein,
CPF/PFS and Robert Doyle,
CPA/PFS.

7 "Yes, You Can!" Some Motivational
Words From "Rudy" Ruettiger
Highlights from the keynote address
at the PFP Technical Conference.

■ Minds Over Money—Personalities,
ore than 500 planners, along
Preferences, and Portfolios
with representatives of more
than 90 vendors, attended the
■ Credibility Marketing
2003 PFP Technical Conference at the
■ Managing Increased Investment Risk:
Marriott Desert Ridge in Phoenix,
How to Match Portfolio Volatility to a
January 5 through 8. With 41 general and
Client’s Risk Appetite
concurrent sessions, plus additional work
shops offered both before and after the
■ A Look at the Economy—The Indi
conference, there was a breadth and depth
vidual Investor in Crisis
of content to address a wide variety of
Over and over the message was driven
interests and needs, and all participants
home not just that advisers must
brought home valuable insights to apply
understand the risk tolerance level of their
to their practices.
clients in the current economic
A wide range of technical sessions
environment, but also that they must also
were offered, including, among others,
Continued on page 2
Charitable Tax Planning for Alternative or
Unusual Assets, Life Insurance Valuation,
Municipal Fixed Income, Review of
Wills and Trusts, Individually Managed
Accounts, and Total Return Trusts. In
Survey of high net worth individuals
addition, there were a number of sessions
and
their advisers gives clues to satisfy
geared toward learning new techniques
ing
clients. The Phoenix Companies,
and “best practices” for practice develop
Inc.,
commissioned Harris Interactive to
ment and practice management, with
conduct
the Phoenix Wealth Management
some concurrent sessions devoted to par
Survey
of
the High Net Worth and their
ticular practice sizes.
Advisors. The survey, conducted in
Throughout these sessions, and also in
March 2002, consisted of 1,649 online
special sessions tailored specifically to the
interviews with adults who were financial
current economic climate, speakers wove
decision makers for households with a
a theme devoted to how to provide value
net worth of $1 million or more, minus
to clients and how to manage a successful
any debt and excluding primary resi
practice in uncertain times. The current
dence. Respondents were selected from
concerns of advisers were clear, with
among the Harris Poll Online panel mem
session titles—and no empty seats—at
bers. The results of the survey indicated
sessions such as:
some trends about which financial advis
■ Stripping Away Seduction: Retirement
ers should be aware, including:
Assumptions Meet the Real World
■ The bear market and the events of Sep

M

■ Rational Investing in Irrational Times
■ Breaking Through Clients’ Barriers to
Achieving Confident and Successful
Investment Management

tember 11, 2001, have created an envi
ronment in which the wealthy are ask
ing for more professional financial
advice, better communication with
Continued on page 2
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(continued from page 1)

Lessons Learned at the AICPA 2003 National PFP
Technical Conference
Continued from page 1

their adviser, and tactics to help
build a relationship of long-term
trust.
■ Of those respondents who were
dissatisfied with their primary
adviser, 40 percent reported their
adviser was not proactive in main
taining contact and an additional 11
percent stated that advisers were
difficult to get a hold of.
■ High net worth individuals want a
long-term strategy that goes beyond
just product.
■ The wealthy are now less likely
to rely completely on their own
knowledge to make financial
decisions—only 45 percent are now
making decisions regarding money
and investments without consulting
professionals, compared with 51
percent in 2001 and 53 percent in
2000.

For more survey information, see
www.phoenixwm.phl.com

Advisers should assess whether they
are giving event-driven advice vs.
financial planning-based advice.
Cerulli Associates surveyed the finan
cial adviser community in an attempt to
clarify the concept of comprehensive
financial planning. Cerulli found that
financial planning is interpreted differ
ently throughout the industry and the
extent to which advisers are providing
financial planning services varies
greatly across intermediary channels
and firms. From the survey results,
Cerulli concludes that, while most
advisers perceive their advice models
to be financial planning-based, they
argue that much of it is event-driven.
Cerulli determined it is crucial for
advisers to accurately assess which
type of advice they are giving, because
the distinction will likely have a
profound effect on the quality and
appropriateness of the advice given.
Cerulli provides some distinctions

Continued on page 7
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understand their clients’ increased anxi
ety level how to address these client
concerns, whether expressed or
unexpressed.
This issue includes highlights from
just a few of the sessions. If you would
like to benefit from the full range of
knowledge the conference offered,
page 6 will give you the information
needed to order recordings of the
conference.

Many thanks to the steering com
mittee for the conference, which was
chaired by Connie A. Brezik of Asset
Strategies Inc. in Casper, Wyoming,
and Scottsdale, Arizona. Other steering
committee members included Robert
Doyle, Irwin Rothenberg, Sandy
Costin, James Shambo, Robert Jazwin
ski, Dale Walters, and Robert Lees.

Next year’s conference will be held
January 4-8, 2004, in Las Vegas. We
hope to see you there.

Highlight From the PFP Conference:
Magnitude and Proximity of Events:
Planning’s Fourth Dimension
In the session titled Stripping Away
Seduction: Retirement Assumptions
Meet the Real World, James Shambo
and Larry Fowler covered many topics,
including the importance of what they
consider planning’s “fourth dimension.”
Consider this excerpt:
More than anything else, clients
want their financial planners to tell
them whether or not they will have the
financial liquidity to do the things they
want to do when they want to do them.

In order to answer this question, it is
not enough to focus on the three
dimensions of starting value, time, and
rate of change to understand the
economic impact of choices that our
clients confront. Much of the information
planners need in order to answer the
question rests on the magnitude of
future financial events and the proximity
between them, which I call the fourth

dimension of financial planning. We
must also understand the degree to
which the sequence of and relative
timing of transactions affect the
risk/reward tradeoff that is a funda
mental to financial planning decisions.
Using an average rate of return in
the projected investment portfolios
ignores this fourth dimension. To do a
good job of planning, we must examine
a sufficient number of scenarios that
illustrate changing proximity between
events and how well the financial plan
can stand up to those changes. I am not
referring here to a model that predicts
what will happen, merely to one that
allows for creating different scripts that
include changes in the proximity and
magnitude of financial events.

Analysis Alone Cannot Provide the
Right Answer
We use analysis in financial
planning to build a foundation that
supports our professional judgment
and recommendations. But, to accom
plish this, we need to understand what
our analysis can provide, and what it
cannot. Analysis cannot give us the
right answer to a client’s planning
questions. That’s because the right
Continued on page 8
January-February 2003,
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Managing Client Expectations in an Uncertain Market
n today’s uncertain markets, managing
a client’s expectations is almost as
important as—perhaps more impor
tant than—managing your client’s money.
Managing a client’s expectations involves
a combination of honing substantive tech
nical expertise, as well as mastering the
“people skills” necessary to educate
clients and establish and convey realistic
expectations. In a new publication, Man
aging Client Expectations in an Uncertain
Market (New York: AICPA, 2002),
authors Phyllis J. Bernstein and Robert K.
Doyle present an introduction to the con
cept of managing a client’s expectations
by laying the groundwork for a successful
adviser/client relationship.

I

Topics covered in the book include:
■ Establishing the adviser/client rela
tionship

■ The client communication cycle
■ Designing a realistic investment plan

■ Money managers
Reporting and monitoring
■ Asset allocation and modem portfolio
theory

■ Fees and compensation: legal and
practical issues
■ Investments used to build client port
folios
According to Bernstein and Doyle,
competent investment advisers must have
a sufficient level of knowledge about
many subject areas. These include asset
allocation, risk and volatility, portfolio
performance measurement, investment
selection, financial markets, and invest
ment analysis. However, knowledge of
these and other technical areas is not
enough—it is also necessary to manage
the expectations of the client in an invest
ment advisory relationship. Consider the
following excerpt from the book.

Understanding Client Expectations
What do clients truly expect from their
financial adviser? This is never an easy
question to answer, because a client’s real
needs may differ from his or her per
ceived needs, and the most difficult job of
the adviser is to ferret out the real needs
from the perceived—and make the client
see the difference. The ability to under
stand and manage the needs and expecta

tions of clients, and to communicate
effectively with them, is essential to a
successful financial planning practice.
When clients’ expectations are reason
able, it is less likely for problems to arise
and less likely that there will be a disap
pointing end to the relationship.
Client expectations have been shaped
by their own past investment decisions,
exposure to various financial media
sources, and basic human emotions, such
as fear and greed. The responsibility of an
adviser is not only to perform competent
ly in the delivery of investment advice,
but to also listen, understand, and act
upon the clients’ goals, objectives, and
expectations. The first step in effective
communication is effective listening. The
following except from the book gives
some insight into the importance of
effective listening.

Learn to Listen, or How to Avoid
Being Known as “My Last Adviser”
It has been said there is a reason we
have two ears and one mouth (we should
listen twice as much as we talk). As
investment advisers, we may be tempted
to tell the client about our superior ser
vice or our market-beating performance;
however, more often than not, we
advance the relationship more when we
simply listen. If we listen closely, clients
often tell us exactly what it will take to
make them stay “satisfied customers.”
Listen for the following signals:
■ My last adviser never called me.
■ My last adviser called me only when
he or she was selling something.
■ My last adviser called me all the
time.

■ My last adviser did not return my
calls very quickly.
■ My last adviser did not listen to me.
■ My last adviser had terrible perfor
mance.

■ My last adviser always argued with
me whenever I wanted to make a
change.
■ I never could understand what my
last adviser was trying to tell me.

Obviously, when a client makes these
types of comments, we want to make a

clear note to not repeat these same mis
takes unless we want to be known as
“the last adviser.”
We have found for the most part that
clients enjoy talking about money.
Regardless of the subject, when we lis
ten, we can always learn something
about the client’s expectations. A tool we
have always used during client inter
views has been to ask very broad ques
tions, and then simply listen, for exam
ple, “Please tell me what you would like
your portfolio to do for you.” Openended questions such as this will let the
client talk about a wide range of issues.
Other questions we often ask clients are:
■ How are you going to evaluate us?
■ For us to be successful, what do we
have to accomplish?

For us to learn more about the client’s
goals, objectives, and expectations, we
must go through the process of data gath
ering. Data gathering is another form of
listening and is usually accomplished by
the use of a questionnaire. Much of the
data is factual and quantitative in nature.
However, beyond the birth dates and bal
ance sheets of a questionnaire are quali
tative questions designed to identify sub
jective expectations that cannot be rea
sonably measured.
Once we have uncovered what drives
our clients’ investment decision-making
process, we can then educate them about
the advantages of a rational strategy of
long-term investing over the emotional
strategies of the next great “hot stock
tip.” If we fail to properly educate our
clients about these irrational tendencies
and the harm they can cause, the rela
tionship will not be able to flourish. If a
client still reacts emotionally to invest
ment decisions, it is the adviser who will
likely be questioned when a long-term
strategy does not compare favorably
with a “hot stock tip” or “get rich quick”
scheme.
As CPA investment advisers, we may
have a tendency to focus on the technical
aspects of managing an investment port
folio (rates of return, standard devia
tions, alpha, and beta). However, as
important as investment management
and modem portfolio theory are to the
Continued on page 6
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Managing Increased Investment Risk and Client Anxiety
John Buckley, CFA, in a preconference
Sunday session titled Investing Is About
More Than Money, discussed how to
establish client trust in the midst of
volatile markets, and how to manage
risk through effective investment policy
development. His presentation touched
on many of the areas addressed in more
detail by later speakers. Buckley stated
that investor worries include:
—Their realized and unrealized eco
nomic losses
—Economic concerns about the future
—Concern whether their financial
adviser, CPA, or investment manager
knows or remembers what the
investor’s goals and objectives are

—Uncertainty about what their financial
adviser, CPA, or investment manager
is doing and whether they are paying
attention

Responding to Client Anxieties in a
New Environment
Appropriate responses by advisers to
client anxieties have changed in the past
decade in several ways:

accordingly to maintain the relationship.

—Proactive risk management is required
today to satisfy clients’ long-term
investment needs.

—Buy and hold may have adverse
consequences
—Communicate with the client regard
ing expected risk and return to
provide foundation for a long-term
relationship.

Managing Increased Investment Risk
—Set an investment policy statement.

—Expected returns are not what they
used to be.
—Single stock volatility has increased
dramatically.

—Client expectations must be managed

PFP MEMBERSHIP SECTION

about having enough for retirement,
and to his or her anxiety level regard
ing risk in the market and their
portfolio.

■ Diagnose: The level of volatility, and

■ Educate: About the macroeconomic
environment, equity risk premium,
and history of individual stock
volatility

—Diversify portfolio across asset
classes and investment styles.
—Choose allocation to volatility zones.
—Maintain adherence to the long-term
strategic investment plan, revising the
investment policy statement with the
client’s lifestyle changes.

To maintain the trusted client relation
ship, advisers must establish:

The increased volatility in the market has
a number of portfolio implications:

■ Listen: For the client’s concerns

—Focus on asset class allocation
integrated with economic and
dynamic updates.

—In the 1990s, there was a focus on the
long run; now the long-term is
difficult to predict.

Working in a More Volatile Invest
ment Environment

the drop in the value of your portfo
lio? What are the priorities for the
wealth in this portfolio?

establish relevant and reasonable
benchmarks.

—Communicate frequently to maintain
trusted relationship.

—In the 1990s, advice was to hold on
and ride it out, while now assuaging
client anxiety includes taking
proactive action to reduce volatility.

■ Ask: What concerns you most about

—Establish an intermediate- and long
term plan.

—In the 1990s, relative performance
was a big concern; now that concern is
downside protection.

—In the 1990s, accepted wisdom was to
stick to the asset allocation, now
advisers must consider flexible alloca
tion within asset class policy range.

physician.” A client has stresses, fears,
aspirations, and biases, and the CPA
adviser must:

Maintaining the Relationship

—Regular meetings, conference calls,
and portfolio review.
—Investment policy statement devel
opment, implementation, and monitoring/adjusting.
—Portfolio management team avail
ability.

—Regular investor education and market
commentary.
—Market intelligence incorporated into
portfolio strategy.

Adviser as “Financial Physician”
To serve a client’s real needs, an adviser
must establish and maintain the trust of a
client. This includes understanding and
addressing a client’s financial anxieties.
In this sense, the professional advisory
team acts in the role of the “financial

■ Treat: By making the appropriate
changes.
John T. Buckley, CFA is senior vice
president and western regional director,
Rochdale Investment Management.♦

PFS Credential Holders —
Recertification Reminder
For those PFS credential holders
that took and passed the PFS exam in
the years 1987, 1990, 1993, 1996, &
1999, please note that your recertifi
cation period ended December 31,
2002. We are mailing the required
application for recertification in
January 2003. Additionally, the
forms are available online at
http://pfs.aicpa.org. Electronic sub
mission is preferred. Your responses
are due no later than April 30, 2003.
Upon acceptance of your documen
tation, we will send you a recertifica
tion certificate indicating your
successful compliance with the
requirements. Any questions please
contact Nayda Rey, at AICPA, 1211
Avenue of the Americas, New York,
NY 10036, (212) 596-6065, or
nrey@aicpa.org.♦
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Lessons Learned While Building a Successful PFP Practice—What a Long Strange
Trip It’s Been!
By Lyle K. Benson CPA/PFS, CFP, L.K.
Benson & Co., Baltimore, MD and James
A. Shambo, CPA/PFS, Lifetime Planning
Concepts, Colorado Springs, Colorado.

Your Clients and Services
■ Know your clients well! Seek to
understand their personal finances and
your services from their perspective.
What issues are important to them and
what are their concerns? Ask them
these questions often, anticipate their
needs, and really enjoy helping them.

■ Create a niche. What areas of focus do
you have in your practice already? It
is impossible to be all things to all
people. Migrate out non-key clients.
Provide client service. Your entire
organization must have a strong
interest in taking care of the client.
Track every contact with your clients.
■ Identify your unique value proposi
tion—your competitive advantage.
Articulate it clearly and efficiently.
Understand your competitors; they are
much deeper and broader than you
can imagine. How would you com
pare their strengths and weaknesses to
yours?

A Personal Financial Planning Practice
■ Converting tax clients to financial
clients is far more difficult than most
believe. To be successful, you must

structure a distinct PFP offering and
show lots of sample reports, memos,
and other documentation. Otherwise it
is difficult to start charging for what
was previously offered as ongoing ad
hoc advice.

■ Do your partners understand what you
do? PFP requires a different skill set.
How does it fit into your firm? Is the
commitment and expectation level of
the firm in line with your goals?

Investment Services
■ It is important to realize that providing
these services requires an entirely dif
ferent set of sills and level of client
communication. Converting tax
clients to investment clients is even
more difficult than converting PFP
clients.

■ Screen investment clients especially
well. Besides potential liability, the
wrong kind of investment clients can
suck up time like a “black hole,”
which on a fixed fee can kill you.
■ Provide constant communication, by
meetings and by e-mail, updating your
clients on the most commonly
employed managers and mutual funds
and the state of the market in general.
Clients do appreciate the updates and
your competitors are sending them to
your clients as well.

Practice Management
■ Have a business plan and let it guide
your overall decisions. Where do you
want your business to be in two to five
years? Search for sources of “best
practices” information. Take appro
priate time to manage the business,
not just do the work.
® Manage your costs aggressively. We
are in an environment where fee
pressures are real. Consider out
sourcing for whatever is not your core
expertise. What is the most cost-effec
tive way to get the work done?

■ Consider how life planning services
fit into your practice model. Are you
really addressing the most important
issues for your clients? Do you have
the expertise and stomach for the
nontechnical issues? Consider part
nering with outside experts.

A Final Thought
■ Develop your own definition of
success. It is easy to hear relatively
successful advisers talk about how
they provide services, and what kind
of firm they have built, but everyone is
different. Your skills and clients are
unique. What works for others may
not be right for you. What is truly
important to you? ♦

Framson Receives PFP Distinguished Service Award
Phoenix, Arizona. The award is the highest honor given by the
AICPA PFP Division to a CPA who has served the public interest
by enhancing the quality of personal financial planning services.
Framson, also a CFP and registered investment adviser, is a
partner in Glowacki Framson Financial Advisors, LLC, in West
Los Angeles. The firm specializes in providing comprehensive
financial planning and investment management services strict
ly in a fee-only environment. Framson incorporates a wealth
enhancement element into his planning to help clients integrate
money and meaning.
Joel H. Framson, recipient of the PFP Distinguished Service Award, second
from right, with Randy Ryan, Manager, Personal Financial Planning, AICPA;
Anat Kendal. Director, Financial Planning, AICPA; and Bob Doyle, Chair,
AICPA PFP Executive Committee.

he AICPA awarded Joel H. Framson, CPA/PFS, the
Personal Financial Planning Division’s Distinguished
Service Award at the PFP Technical Conference in

T
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Framson is a frequent speaker for the California Society of
CPAs and for numerous AICPA National Personal Financial
Planning Technical Conferences and Investment Conferences.
Joel was named by Worth magazine in 2002 as one of the top 250
financial advisers in America.

Framson has long been active in professional organizations.
From 1997 to 2000, he was an executive committee member of
Continued on page 8
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The Next Best Thing to Being There:
Audio Tapes and Multimedia CD-ROM for 2003 PFP Technical Conference
If you missed the 2003 AICPA Personal Financial Planning Technical Conference,
you can still benefit from the guidance offered through recordings of the ses
sions. The knowledge provided will help you manage your practice, work with
clients and assist them in making sound financial planning decisions.

Estate Planning for Unmarried Couples (2 tapes) —
Michael J. Tucker, Esq.

Keynote Address: Yes, I Can—Rudy Ruettiger

Lessons Learned While Building a Successful PFP Practice —
What a Long Strange Trip It's Been! —Rob Clarfeld, CPA/PFS, CFP

Charitable Tax Planning for Alternative or Unusual Assets
(2 tapes)—Daniel L Daniels, Esq.; David T. Leibell, Esq.

Stripping Away Seduction: Retirement Assumptions Meet the Real
World (2 tapes)—James A. Shambo, CPA/PFS; Larry Fowler, CPA/PFS

Life Insurance Valuation — David Cherkas

Municipal Fixed Income (2 tapes) —George Strickland

CPAs Review of Wills and Trusts (2 tapes) —
Robert Rosepink, Esq.
Luncheon Address: PFP Division Update — Robert Doyle, CPA, PFS
Rational Investing in Irrational Times (2 tapes)—
Larry E. Swedroe

Making Good Decisions About Life Insurance (2 tapes) —
Glenn S. Daily, CFP, CLU, ChFC
529 Plans (2 tapes)— Dale Walters, CPA/PFS, CFP

Retirement Income Strategies Using Annuities (2 tapes) —
Terry Altman, CLU, CFP, ChFC
An ESOP With a Charitable Twist (2 tapes) — Robert Burney, JD

Current Personal Income Tax Developments (2 tapes)—
Martin Nissenbaum, CPA/PFS, CFP
Credibility Marketing (2 tapes) — Larry Chambers

Investor Psychology Hands On: Breaking Through Clients' Barriers
to Achieving Confident and Successful Investment Management
(2 tapes) — Kathleen Gurney

Individually Managed Accounts and When to Use Them (2 tapes)
—Leo Reinhart, Robert C. Jazwinski, CPA, PFS, CFP

A Look at the Economy — The Individual Investor in Crisis
(2 tapes) — Daniel O. Leemon

Practice Management — Focus:
Small Practices From Start to Finish (2 tapes)

Practice Management — Focus:
Comprehensive Financial Planning (2 tapes)
Practice Management — Focus:
Investment Management (2 tapes)

$15.00 each

Individual Audiocassettes

on 40 Audiocassettes
$450.00
on Multimedia CD-ROM
$525.00
on **MP3 CD-ROM
$300.00
* The multimedia CD-ROM contains speaker materials, Power
Points and audio from the sessions
** The MP3 CD-ROM includes all the audio on one CD to be played
on the computer or an MP3 player

Complete Set:

There is a 10% discount for orders over $100.00 (does not apply
to CD-ROM or complete sets).

Shipping within USA:
Add $2.00 per tape; $ 10 maximum
Send orders to Conference Copy Inc., 8435 Route 739, Hawley PA
18428; charge orders accepted by telephone at (570) 775-0580 or
by fax at (570) 775-9671; www.confcopy.com.

Managing Client Expectations in an Uncertain Market Continued from page 5
management of the investments, the criti
cal focus of the relationship should be on
understanding clients and guiding them
through all the emotional issues they may
face to achieve their long-term goals and
objectives. When an adviser knows how
to identify client needs and manage client
expectations through communication and
education, he or she will have more satis
fied clients and is far less likely to
become known as “my last adviser.”

About the Authors
Phyllis J. Bernstein, CPA/PFS, is pres
ident of Phyllis Bernstein Consulting in
New York City and advises CPA financial
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Phyllis@pbconsults.com.

registered investment adviser. Doyle is the
current chairman of the AICPA
Personal Financial Planning Executive
Committee. Doyle is a frequent speaker
throughout the country on investment
management and personal financial
planning topics. He can be reached at
Spoor, Doyle & Associates, P.A., (727)
343-7166, or at rkd@spoordoyle.com.

Robert K. Doyle, CPA/PFS, is the part
ner in charge of the personal financial
planning practice of the St. Petersburg,
Florida, CPA firm, Spoor Doyle & Asso
ciates. Doyle is also the chief investment
officer of Doyle, Riley & Spoor, a

Managing Client Expectations in an
Uncertain Market is available from the
AICPA order department at (800) 7777077 or online at www.cpa2biz.com. Ask
for product number 056512. The member
price is $47; nonmember price $58.75. ♦

planners. Accounting Today recognized
her as one of the top 100 most influential
people in accounting and as one of the
top 10 names to know in financial plan
ning for the past five years. She previous
ly served as director of the AICPA per
sonal financial planning division. She can
be reached at (212) 330-6077 or at

PFP MEMBERSHIP SECTION

“Yes, You Can!” Some Motivational Words from “Rudy” Ruettiger
athletic skills, and little encouragement
from family and friends. At age 23, he
was admitted to a community college.
While there, it was discovered that he suf
fers from a mild form of dyslexia, which
may have affected his earlier academic
performance. He kept up his grades while
working as a groundskeeper at the Notre
Dame football Stadium.

he 2003 PFP Technical Conference
opened with a keynote address by
the motivational speaker Daniel
“Rudy” Ruettiger. In his address,
“Yes, I Can,” Ruettiger discussed how to
develop vital leadership attributes and
presented practical approaches to over
coming adversity.

T

The third of 14 children, Daniel
“Rudy” Ruettiger dreamed in high school
of playing football for Notre Dame, a
school noted for both its scholastic and
athletic reputation, despite his poor acad
emic record, short build, mediocre

After several rejections, Rudy was
accepted to the University of Notre Dame.
He finally did gain a position on the varsi
ty team, though he stayed on the bench.
Then, in the last 27 seconds of the final
home game—Rudy's last chance to
play—he was put in the game, sacked the
quarterback, and was carried off the field
on the shoulders of his teammates.
titled If the preceding story sounds familiar,

it may be because Ruettiger’s true story
was the basis of the 1993 film, Rudy.

Today, Ruettiger is a motivational
speaker who has shared the speaking plat
form with others such as General Colin
Powell and Christopher Reeve, and has
spoken at the White House. Still the best
proof of his own message, Ruettiger has
become a successful speaker in spite of
the fact that he has a speech impediment.

Fourth Quarter 2002, www.cerulli.com

TRENDWATCH
(continued from page 2)

between the two types of planning:

■ Event-driven advice:
Pros: generates low client resis
tance, addresses immediate client
need, and allows adviser to build
trust
Cons: leads to incomplete cus
tomer profile and accuracy issues
■ Financial planning-based advice:
Pros: provides accuracy, allows
greater customer “wallet share,”
and establishes deeper customer
relationships
Cons: creates client resistance,
requires information for profiling
that may not be accessible, results
in higher cost for investor, and
requires more time and resources

—The Cerulli Edge, Advisor Edition,
PFP MEMBERSHIP SECTION

The annual BusinessWeek/Harris Poll
on the investment outlook indicated that

investors are more bearish than they’ve
been since at least 1996. The poll,
conducted December 6 through 9, asked
questions
of just
over
1,000
people, including 575 who said they own
stocks. According to the magazine, the
poll is a snapshot of what the average
investor—not the professional—is think
ing. The poll indicated that more people
than at any time in the last seven years
predicted ultra-low long-run returns from
stocks, more said a stock crash was “very
likely,” and more said real estate was like
ly to be a better investment than stocks.
There were similar results for some newer
questions: Fewer people say they’ve
bought shares lately, fewer plan to buy
any soon, and fewer are confident of their
ability to beat the market. Some specific
results are:

Some of his messages to conference
participants include:

— A winner is a dreamer who just
won’t quit.

— You enhance the chances for your
own success by helping other
people succeed.
— Hang around people who encour
age, not discourage.
— Don’t let “goofy thoughts” from
the past hinder your success; the
past is over.

— Don’t care what anyone thinks.
— You don’t need “10 rules for
success "—just don’t quit.
— Plug into your passion and add
determination.
— Don’t let rejection stop you; learn
from it and readjust.
His final message is also one to
remember in a moment of self-doubt; in
Ruettiger’s own words: “Just remem
ber—if a short, fat, dyslexic man with a
lisp can do it, you certainly can!” ♦

■ Only 50% say they’ve bought stock
or mutual-fund shares in the past 12
months, down from 57% who said so
in 1999.

■ Only 24% say they plan to invest “a
lot” or "somewhat" more in stocks or
mutual funds in the coming six
months. That’s down from 47% in
1999.
■ 53% of households named real estate
as the single best investment choice,
the most in the history of the poll,
which covers 1989 and 1996-2002.

What do these results imply for the
fortunes of the stock market in the com
ing year? According to the magazine, the
poll shows that small investors have been
so badly burned by the stock market that
they won’t come back anytime soon.
The full results of the poll can be found at
www.businessweek.com.♦
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Continued from page 2
answer is ultimately based on qualitative
considerations, while analysis is funda
mentally quantitative in nature.

For example, calculating the projected
value of a client’s portfolio in four sce
narios, the quantitative considerations
may point to choosing the result that ends
in the greatest value. But, a better
response is to ask these questions: “What
causes the differences among the scenar
ios’’ and “What qualitative costs does my
client have to pay to have incrementally
better quantitative results?”
What we have is a new dimension in
understanding the comparative analysis
of alternate strategies and scenarios. That
dimension is the effect of the “proximity
of transactions.” For instance, a client
needs to evaluate the risks of waiting for
a stock to recover compared to its possi
ble rewards. Analytical techniques cannot
change the client’s view of risk or their

perception of the performance potential
of the stock. Analytical techniques can
help the planner and the client better
understand the potential rewards of their
alternatives. To be most useful in deci
sion making, analytical techniques must
allow the planner to manipulate all four
dimensions of the problem and easily
communicate the findings to their clients.

James A. Shambo, CPA/PFS is
president of Lifetime Planning Concepts,
P.C., a financial planning and advisory
firm. He has been named among the Best
Financial Advisors in the United States
by Worth magazine all seven years of that
listing.
Larry Fowler is chairman of the
board of directors and co-founder of
financeXpert.com.

Continued from page 4
the AICPA Personal Financial Planning
Division and has been the chair of the
AICPA Center for Investment Advisory
Services (CIAS) since 1999. For the Cal
ifornia Society of CPAs, he is a past
chairman of the Personal Financial Plan
ning Committee, Los Angeles chapter;
the past state chairman of the Personal
Financial Planning Committee, 19951997, and a member of the board of
directors, Los Angeles chapter, 20002002. He is also a member of the
National Association of Personal Finan
cial Advisors (NAPFA).

He may be reached at (310) 473-0100
or at Jframson@gffa.com.♦

Julie Crawshaw, who also contributed
to the above materials, is a financial
journalist. ♦
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